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Making it work: 5 steps to social media success

September 30, 2011

Your client has decided to invest in a social media plan. How do you
ensure that it  w ill work for them? Here are five steps to creat ing an
effect ive strategy:

1. Know your audience.

Before planning your approach, study your potent ial and current
audiences and how they use social media. Do they play games,
register for contests, share content or connect w ith friends?
Research their habits and determine the best way to interact w ith
them.

What are target audiences saying about your brand? Find out where
fans and crit ics express their opinions.  This research w ill help you
posit ion your brand and effect ively manage your social media
messaging.

2. Identify your goals.

The most important quest ion when developing a social media plan is,
“why?” Determine your brand’s market ing goal, whether it ’s building
loyalty or advocacy, driving traffic to your website, creat ing
relat ionships w ith the media, providing an avenue for customer
service or attract ing potent ial hires. Find your focus and st ick to it .
Changing the tone of your messages w ill confuse your audience and
lead to a drop in followers.

3. Develop a social voice.

Social media is about relat ionships. Don’t use these tools for a market ing message; use them to have conversat ions
w ith people interested in your brand. Develop a voice and engage your audiences. By creat ing a solid brand presence
on your social media platform, fans w ill know what to expect when they follow you. Be consistent and your follow ing
will grow.

4. Measure your performance.

Track your success according to your campaign’s goals. Use monitoring tools such as Radian6 or Alterian SM2 to
measure brand mentions over t ime.

Also measure your increase in follow ing over t ime; and since social media is about building relat ionships, consider
focusing on engagement metrics such as Likes, comments, feedback percentage (the percentage of social
interact ions/impressions) and retweets. Based on your goals, look to evaluate traffic to your site, click-throughs or
coupon downloads.

5. Evaluate content.

The details of your social media plan may need occasional tweaking.  Track the effect iveness of different approaches.
Look at what t imes of day and what days of the week are generat ing the strongest response rate. Evaluate the type
of content that is garnering the strongest engagement. Determine what ’s working and adjust your strategy based
on performance.

Don’t be afraid to ask your followers a quest ion or collect their input on a new idea. Involving them in your brand
strengthens the consumer relat ionship and builds loyalty.

Building a valuable social media presence takes t ime and dedicat ion. By establishing the right expectat ions for your
social media campaign upfront, you can create a foothold for your brand and connect w ith your key audiences.
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Kendra Metz heads up the digital team as integrat ion
strategist for Pavone Food and Beverage located in
Harrisburg, Pa. She oversees the seamless integrat ion of
Web development and tradit ional media. Stephanie
Hemmann is the digital media manager for Pavone Food
and Beverage. She uses her expert ise in collect ing and
analyzing sales and consumer data to formulate
strategies for digital and emerging client media plans.
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